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ABSTRAKSI 
Minat Membeli perilaku konsumen dimana konsumen memiliki keinginan 
atau dorongan untuk menggunakan atau mengonsumsi suatu produk. Salah satu 
faktor yang mempengaruhi minat membeli adalah persepsi terhadap penayangan 
iklan ponsel. Penelitian ini bertujuan untuk mengetahui hubungan antara persepsi 
terhadap penayangan iklan ponsel dengan minat membeli, tingkat persepsi 
penayangan iklan ponsel, tingkat minat membeli dan sumbangan efektif dari 
persepsi terhadap penayangan iklan ponsel terhadap minat membeli. Peneliti 
menggunakan metode kuantitatif untuk mencapai tujuan penelitian ini. Subjek 
penelitian yang digunakan dalam penelitian ini adalah mahasiswa Fakultas 
Psikologi Universitas Muhammadiyah Surakart yang berjumlah 70 mahasiswa. 
Teknik sampling yang digunakan adalah insidental Quota Non Random Sampling. 
Hasil analisis data menunjukan nilai korelasi (r) sebesar 0,681 dengan signifikansi 
(p) = 0,000 (p<0,01). Hal ini menunjukan ada hubungan positif yang sangat 
signifikan antara persepsi terhadap penayangan iklan ponsel dengan minat 
membeli. Berdasarkan hasil analisis diketahui variabel persepsi terhadap 
penayangan iklan ponsel  mempunyai rerata empirik (RE) sebesar 84,81 dan 
rerata hipotetik (RH) sebesar 70 yang berarti persepsi terhadap penayangan iklan 
ponsel subjek penelitian tergolong tinggi. Variabel minat membeli mempunyai 
rerata empirik (RE) sebesar 92,32 dan rerata hipotetik (RH) sebesar 75 yang 
berarti minat membeli subjek peneliltian tergolong tinggi. Sumbangan efektif dari 
persersi terhadap penayangan iklan ponsel 46,3% terhadap minat membeli. 
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Interest Buying consumer behavior where consumers have the desire or drive to 
use or consume a product. One of the factors that influence buying interest is the 
perception of mobile ad impressions. This study aims to determine the 
relationship between perceptions of mobile ad impressions with buying interest, 
the perception of mobile ad impressions, the level of buying interest and the 
effective contribution of perceptions of mobile ad impressions to buying interest. 
Researchers use quantitative methods to achieve the objectives of this study. 
Research subjects used in this study were students of Faculty of Psychology 
University of Muhammadiyah Surakart which amounted to 70 students. The 
sampling technique used is incidental Quota Non Random Sampling. The result of 
data analysis shows correlation value (r) equal to 0,681 with significance (p) = 
0,000 (p <0,01). This shows there is a very significant positive relationship 
between perceptions of mobile ad impressions with buying interest. Based on the 
results of the analysis known that the perception of mobile phone ad impressions 
has an empirical rate (RE) of 84.81 and the average hypothetical (RH) of 70 
which means the perception of mobile phone ad impressions research subjects are 
high. The buying interest variable has an empirical (RE) of 92.32 and the 
hypothetical (RH) rate of 75 which means that buying interest in the research 
subject is high. Effective contribution from persersion to mobile phone 
advertising 46.3% against buying interest. 
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